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a. original reason:
Having developed an interest in the creative aspects
of television graphics, I chose to take on the challenge
of designing for channel identification and promotion.
My purpose here is to create a logo for a station, and
involve it in a promotional campaign, after doing re
search in the functional and aesthetic areas concerned.
b. plans:
My readings and research include exploring the fields
of advertising, display, illustration, communications and
television. I undertook examination of present television
art work, both on the local and national level, to discover
the bad and good that is being done today. I worked at a
studio doing some television work, and visited T.V. stations
exploring all problems involved in television graphics.
From starting in this broad manner, I incorporated
my findings into my sketches and experimented in different
media for the actual production.
c. hopes of accomplishment:
The finished product itself, I hoped would be a well
thought-out, well designed identification logo, accompanied
by corresponding letterheads, business cards, mailing bro
chure, and advertising pieces for special network programs.
The art work is to be created in different media, incor
porating the aspects of color, and black and white for
television.
2. the art of creating a TV image
a. problems and possibilities
b. design for communication
c. production *time table
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a. problems and possibilities:
During the course of my planning, I sought out many
channels which I felt would give me a well-rounded outlook
on television graphics, it's promise and limitations.
I began early in the year by surrounding myself with
good, inspiring books in the field of advertising, to keep
my mind sharp with ui-to-date ideas and trends. I also
looked for books on T.V. production, (of which there are
few, those being basically lousy). *
Being very dissatisfied with any writings on tele
vision art, and finding no realistic points of view on the
problems involved, I decided to try to get work in a studio
which handled art for a local station. There I became
aware of the technical aspects of production, such as size
ratio of 3" x 4", plus extra border allowance for camera
scanning. I also learned some of the difficulties in
designing for both color television and black and white.
Lven in very simple designs, sometimes the shading or de
tail are lost when a color piece is transmitted in black
and white. There is no rule of thumb in making the trans
formation here, because even when matching colors up to a
grey scale, we have no accurate system to guarantee that
two hues which appear as different values will not come
out the same shade of grey.
The reason that this problem exists is because we are
dealing with two different seeing systems: the human eye,
and the vidicon (or orthocon) television camera, vje know
that there is generally more green reception in the pan
chromatic system, but there still exists a difference in
the paint versus color film dye systems. It helps to get
the art on film, for there is more similarity between the
photograph and T.V. camera eye, than the human eye.
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The only sure way, however, is "on system" testing.
There are special cameras designed which can be wired into
a television set. This enables one to place his own work
under the camera and project it on his home television
screen. If one could afford to have this in his studio,
it would eliminate the problem of essentially good artwork
looking bad over the air. The fact of the matter is that
on the local level, no one is concerned enough to make the
investment or spend the time required to produce high
quality graphics for television.
The media is an extremely flexible and powerful means
of communicating for the following reasons:
1. - People like pictures.
2. - It is possible to reach at least 95$ of the
population by means of this electronic marvel.
3. - The impact of anything that comes on the screen
staggers the imagination.
4. - The average television viewer watches his set
with intense concentration, though he is too
embarassed to admit this to others and himself.
The average American is not art-oriented. He distrusts
aesthetics, but at the same time, pictures offer a very
practical advantage to the typical American. He is usually
in a hurry, and pictures present the quickest way of getting
an idea across, nie consider words as rigid building blocks
with confined meanings, but we cannot be embarassed by mis
spelling or mispronouncing pictures! ^e are free to read
any meaning we want into them. Today's audience has grown
increasingly larger and more selective. The pioneer spirit
of curiosity has dimmed. Viewers expect, and rightly so,
a more professional commercial program.
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ith a media so strong and important in America as
television, and with an evergrowing and demanding audience,
why is it then that the quality of T.V. graphics is so
poor, especially on the local level? Today's communicator
grows more numerous by the day. And, intermixed with those
who have made great creative advances, there are far too
many who ere willing to fall back on the "usual"... the
"safe",... "the pedestrian." Television, with its
voracious appetite for people and material, isn't as
discriminating as it should be.
-V-
b. design for communication:
The graphic communicator designing for television has
certain advantages over the average graphic artist. His
design is a direct, human, universal, immediate language;
one speaking by poetical images and by an understanding
without intermediaries of the "public world". His work
is seen (whether poor or great) by millions of people,
and this is where the challenge comes in. His design must
be a vital and immediate graphic art which transforms
abstract ideas into a simple language which is easier to
grasp. He is involved with the idea of "publicity", that
2
is, 'in the service of propaganda'. Design, however, is
no instrument of propaganda; it gives a stylized image of a
productive activity.
An artist must present the finest documentation which
he can create, to present and announce the media of T.V. -
(which destroys itself by the very expression, yet is
renewed by repetition). T.V. is made only to be looked
at and listened to} live on in memory. Therefore, the
pictures that communicate the fastest are usually the
most effective.
Some of the disadvantages to the television artist
arise out of the fact that he is not usually given enough
time in preparing artwork. This problem results from:
( 1 ) immediate need for art work on short notice;
(i.e. when a change in programming occurs).
(2) poor planning. Many stations do not take
the responsibility of thinking out flexible
design schemes in advance of "rating season",
and find themselves swamped with graphics
at the last minute. The result is, at best,
second rate ideas and art work presented
over the air.
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The modern graphic communicator should acquaint him
self with the best designs in advertising today, be aware
of the technical limitations of television art, and use
his creative and communicative powers to the fullest. He
should be concerned not only with art prepared directly
for the camera (though there is obviously much room for
improvement of standards). The related problems of ad
vertising through mailing folders, displays, letterheads,
business cards, brochures, etc., is not to be overlooked.
If a station is to convince the public that they are
better than their competitors, (in other words, serving
"in the interest of the public"), then they must exhibit
this fact through advertising. This is where the creation
of a corporate image becomes important. The consumer does
not analyze; he feels - receives a strong overall impression
of the image, rather than remembering specific details of
pattern. The corporate image is a person's spontaneous
impression of a company. It is a composite of all the
things associated with the organization and the product
3
it fabricates. The question is not what will the next
few days bring. The aim is to create an impression of
the station that will last for many years to come. It,
therefore, must be followed through systematically and,
in so doing, creates a personality for the public to re
spond to. It also must be very flexible in order to
accomplish this end through a consistent advertising pro
gram.
The "visual profile" created must be consistent with
the over-all image of the station. It must have meaning,
express the type of service involved, exhibit the quality
of the product, and leave a lasting impression in the
mind of the beholder. A distinctive symbol should serve
as a pacesetter, (which is almost totally lacking in
today's T.V.), and function as an indelible "trade mark"
which blends harmoniously with the station's or network's
program continuity.
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Being a little less critical at this point, there are
examples of some good publicity on the national level. In
my estimation, the creation of the CBS "eye" by William
Golden (died, 1959), is the best of imaginative promotion
in television. He was, as he claimed, a "visual craftsman";
one who knew how to use what design instruments and layouts,
along with copy, to sell a point. The following is a
sampling of some of the better T.V. graphics, including
animation, wit, and dramatic approaches:
12-
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3. the reality of station identity
a, the logo
b campaign through visual persuasion
c. thoughts on the future
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a. the logo:
My design here represents the simplest, most effective
way of expressing a meaningful image for the station. The
elements are kept as flexible as possible, tested in differ
ent situations involved in producing a campaign, to allow
for variety and uniqueness in message.
A very sensitive technical aspect was also considered
in my final design. I steered away from any large circular
forms because of the linear distortion that occurs in tele
vision receivers, which could have destroyed my intended
image. The final comprehensive is presented here with sever
al variations for different visual effects.
I used the linear quality to express a kind of motion
and electricity behind the simple motif of the letters.
Incorporating this image in my promotional campaign, I tried
to make it provocative in form and expression, so that this
symbol would stick in the memory of the viewer, simply
because it disrupts the customary picture presented by the
hoardings of stations. I tried to create an atmosphere
comparable to the spirit and content of what I am represent
ing. I aimed at a potent synthesis by designing my adver
tising to enhance the television station, to swallow it whole,
and thus create an indivisible unit of meaning with the
station.
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b. campaign through visual persuasion:
I built my campaign around the following premises of
'
advertising:
"Means"
- printed matter; (the right one).
"way"
- message; impact, repetition and
design.
"Goal"
- promotion of sales!
"Creating demands has become a trade which now has
some experience behind it. The habit of giving informa
tion has elicited in return many other kinds of informa
tion. The graphic designer knows a great deal about the
work and views of his professional colleagues; so much
indeed that he sometimes has difficulty in retaining his
faith in his own views."
I aimed at incorporating very personal interpretation
of subject along with conscious efforts of design in my
visuals. It was more important at this point to think ideas
through carefully and work out each problem, than composing
"finished art".
One of the basic problems with many campaigns is that
they often miss their subject and aims simply because they
have never been properly thought out.
My "service-mark" for a station, (we shall call Geneseo
T.V.), was created to function as a distinguishing mark of
character. It's versatality is demonstrated in the number
of ways it can be used without losing it's identity. Of
course all of this is just a starting point, and there are
many directions to turn from here; but the start is the
important thing. Imagination plus intelligence in planning
leads to thousands of advertisements. The main task that the
designer must cope with is that of being a "supersalesman".
-17-
He must be more than an artist in this respect; he must
know how to use his drawings and designs.
An important consideration in doing a promotional
campaign for a local T.V. station is your audience. Your
next door neighbor, your own family, are all a part of it.
Making them aware that this is their own station, not just
one that is controlled by a nework several hundred miles
away, is significant. In fact, one selling angle could be
through getting them interested in visiting the station;
the building that carries the same "look" as its advertise
ments, and the same quality. Feel the nearness, it's right
at your fingertips!
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c. thoughts on the future:
Thoughtful consideration of the past, present, and
future of the medium, should enable a truely creative person
to decide what tomorrow's successful television communicator
will be.
Many creative breakthroughs have been made by people
who have striven to understand the medium and who have been
equipped to accept its challenge. Those pacesetters are
representative of television's future, and it offers an
exciting challenge waiting to be uncovered.
IS
our best
business
at
GENESEO-TV
channel
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